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ABSTRAK 
 
Seiring dengan berkembangnya industri retail yang begitu pesat 
mengakibatkan persaingan yang semakin kompetitif menuntut perusahaan 
untuk tidak hanya berorientasi kepada pesaing saja melainkan berorientasi 
kepada pelanggan untuk dapat mencapai pembelian tidak rencana oleh 
pelanggan (impulse buying). Impulse buying dapat dipengaruhi oleh 
beberapa faktor baik faktor internal atau faktor eksternal seperti faktor 
sosial dan lingkungan toko (store environment).  Penelitian ini bertujuan 
untuk mengetahui pengaruh perencanaan toko, merchandising, komunikasi 
visual dan faktor sosial terhadap impulse buying behavior konsumen 
Hypermart di Surabaya. 
Penelitian ini termasuk kedalam penelitian kausal dengan 
menggunakan penelitian survey. Populasi dalam penelitian ini adalah 
konsumen Hypermart di Surabaya yang melakukan pembelian barang 
secara impulsif. Sampel diambil dengan menggunakan teknik random 
sampling dan didapatkan sampel sebesar 100 orang. Pengumpulan data 
dilakukan dengan menyebarkan kuesioner. Teknik analisis data yang 
digunakan dalam penelitian ini adalah analisis regresi linier berganda. 
Hasil dalam penelitian ini menunjukkan bahwa: (1) perencanaan toko 
memiliki pengaruh terhadap impulse buying behavior konsumen Hypermart 
di Surabaya; (2) merchandising memiliki pengaruh terhadap impulse buying 
behavior konsumen Hypermart di Surabaya; (3) komunikasi visual memiliki 
pengaruh terhadap impulse buying behavior konsumen Hypermart di 
Surabaya; (4) faktor sosial memiliki pengaruh terhadap impulse buying 
behavior konsumen Hypermart di Surabaya. 
 
Kata Kunci:  Perencanaan Toko, Merchandising, Komunikasi Visual, 
Faktor Sosial, Impulse Buying Behavior 
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ABSTRACT 
 
Along with the development of the retail industry so rapidly resulting 
in an increasingly competitive competition requires companies to not only 
oriented to the competitors, but both oriented to the customer to be able to 
achieve impulse buying by customers. Impulse buying can be affected by 
several factors, both internal factors or external factors such as social factors 
and store environment. This study aims to determine the effect of store 
environment elements that store planning, merchandising, visual 
communication and social factors on impulse buying behavior consumer 
Hypermart in Surabaya. 
This study includes research into the causal by using survey 
research. The population in this study is that consumers Hypermart in 
Surabaya who make purchases impulsively. Samples were taken by using a 
random sampling technique and obtained a sample of 100 people. Data 
collected by distributing questionnaires. The data analysis technique used in 
this study is multiple linear regression analysis. 
The results in this study show that: (1) store planning has an 
influence on impulse buying behavior consumer Hypermart in Surabaya; (2) 
merchandising has an influence on impulse buying behavior consumer 
Hypermart in Surabaya; (3) visual communication has an influence on 
impulse buying behavior consumer Hypermart in Surabaya; (4) social 
factors has an influence on impulse buying behavior consumer Hypermart 
in Surabaya. 
 
Keywords:  Store Planning, Merchandising, Visual Communication, 
Social Factors, Impulse Buying Behavior 
 
